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ABSTRACT 
  Social supportive ties in service settings refer to the process in which all the 
linkages in the organization among customers-other customers-employees-
managers-owners correlate with one another. The focus of this dissertation is to 
thoroughly investigate the social support obtained in a gym and in beauty/hair 
salons from a female perspective. This research seeks to establish social and 
intercustomer social support in “third places” as a multidimensional and 
interpersonal concept in Marketing literature. As far as the research design is 
concerned, this paper utilizes empirical methods and therefore resulting in a 
quantitative survey to be carried out. The results from this current study suggest 
that customers who obtain social support from other members of the service 
establishments are more loyal, satisfied, report a higher level of perceived group 
cohesion and in some cases are willing to pay higher prices. Applying place 
attachment theory and loneliness theory, in order to examine the key drivers that 
impel customers to seek support in service settings, the research investigates the 
impact of social networks on customers‟ behavioral intentions. Results also, 
demonstrate that customers who have not experienced negative life events such as 
financial problems divorce, widowhood, illnesses, retirement and empty nest, 
report lower levels of companionship support in relation to their counterparts who 
have experienced socially supportive destructive events. On the other hand, 
emotional support has the same influence on both customers who have not 
experienced any of the assessed socially supportive destructive events to those 
who have. However, the most important finding is that customers who obtain 
emotional support are more likely to obtain companionship and instrumental 
support rather than the opposite. Further, the patronize frequency has a significant 
relation to the levels of emotional social support. Finally, this empirical study 
presents the positive effect that social support has on firm‟s outcomes in terms of 
analyzing consumers‟ behavior. 
 
 
KEYWORDS: Social support, intercustomer social support, social supportive ties, 
third places, commercial friendships 
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CHAPTER 1 
INTRODUCTION 
1.1 INTRODUCTION 
  Service quality has received unprecedented attention during the past 
decades. It is considered an essential strategy for business success and 
survival. (Dawkins and Reichheld 1990; Parasuraman, Zeithaml and Berry 
1985; Reichheld and Sasser 1990; Zeithaml ,Parasuraman and Berry 1990). In 
firms‟ attempts to achieve competitive advantages, they offer unique values to 
their consumers (Black 2011). 
  However, the service quality agenda has changed and been redefined in 
order to include other aspects (Zeithaml, Berry and Parasuraman 1996).This 
change has to do with the fact that consumers are more connected to the firms, 
more involved and informed (Prahalad and Ramaswamy 2004b). Customers 
now are considered to be the co-creators of unique value and the service view 
tend be relational and customer oriented (Vargo and Lusch 2004).Parasuraman 
et al (1985) suggested that a service quality depends on the customers‟ 
evaluation between expectations and perceptions of performance levels. 
  The firm alone does not create the value but rather a partnership among 
customers and firms by creating and determining the value of the service 
(Black 2011). “A firm cannot create anything of value without the engagement 
of individuals”   (Prahalad and Ramaswamy 2004a p. 5). 
  Consequently, organizations have to consider how their customers could 
become involved, so as to create a unique value for them. By the firms having 
the insight on how to develop such a connection, this could directly lead to a 
sustainable competitive advantage (Black 2011). 
  In the current era of recession and downsizing, knowing your customers is 
more relevant than ever. Contemporary scholars examine the influence of each 
individual to others within the service encounter. Although, Marketing 
research on customers‟ social support is limited (Black 2011), social bonding 
could be a key indicator of promoting customer loyalty and thus examining the 
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impact of these social ties among customers in commercial establishments, is 
of vital importance.     
   Ray Oldenburg (1989, 1991), proposed the term third places to 
characterize the different commercial establishments .He argues that third 
places contain the concept of community building that differs from the home 
and workplace. Third places are important for democracy and civil society 
because of the fact that they establish feelings of a sense of a place. There is 
no modern society without informal meeting places, although what is new in 
the literature are the intentions of consumers to view them as vital societal 
needs. (Oldenburg 1989; 1991). 
   Recent studies (Rosenbaum 2006; 2008) have already investigated this 
concept by exploring social commercial support among customers (Black 
2011). Adelman and Ahuvia (1995) showed that social support is a 
prerequisite of customer satisfaction. Moreover, Price and Arnould (1999) 
found that there are friendship ties between customers and their hair-stylist. 
Day (2000) discovered that lonely parents enjoy talking with other parents at 
Mc Donalds and tend to reveal personal information such as marital 
difficulties and/or share personal problems amongst strangers. 
   Although, the qualitative findings of these studies regarding the role of 
social support in third places are readily available, still quantitative empirical 
research exploring the possible impact of health problems upon commercial 
social support associated with such places has been scarce (Frumkin 2003; 
Berry and Bendapudi 2007; Sherry1998;2000) . In conclusion, even though 
research studies about the daily happenings of people in commercial service 
establishments do exist, little is known about how and why places become 
especially meaningful to consumers (Rosenbaum 2006, p.60). 
1.2 RESEARCH GAP 
 To date, the science of Marketing has mainly focused on the exchange of 
tangible resources, embedded on value and transaction (Bagozzi 1974; Vango 
and Lusch 2004). Contemporary researchers, however, are focusing on the 
importance of service provision rather than goods provisions unit of exchange 
(Black, 2001). Up to now, the central aim in research involved the 
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understanding of the impact of service quality concerning profit and financial 
outcomes of the organization (Greising 1994; Rust, Zahorik and Keiningham 
1995). The relationship between service quality and profits is not always a 
straightforward procedure (Greising 1994; Zahorik and Rust 1992) .To define 
the relationship between service quality and profit, managers and scholars 
must understand other aspects, each of which compose an integrated 
framework (Zeithaml, Berry and Parasuraman 1996) of what  a service 
establishment actually is. One such aspect is between service quality and 
behavioral intentions (Zeithaml, Berry and Parasuraman 1996) and another is 
intercustomer social support and satisfaction (Rosenbaum 2008).Marketers‟ 
attention is not on tangible products but on intangible ones such as 
connectivity, interactivity and meaningful relationships (Vargo and Lusch 
2004). 
 Additionally, research so far has concentrated on social ties concerning 
family and friends (Brissette, Scheier and Carver 2002) and members of 
formal support groups accordingly. (Poole et al 2001). Although , people seek 
support from their family, friends and coworkers (Deelstra et al 2003), a great 
percentage gets informal support from service organizations such as bars, 
coffee-shops and hair salons (Cowen 1982). 
 Moreover, other researchers have perceived commercial friendships to be 
the temporary trend in marketplaces providing mainly managerial outcomes, 
such as loyalty and satisfaction (Price and Arnould 1999), without analyzing 
in depth the inner needs that encourage consumers to seek social support in 
third places (Rosenbaum et al 2007). Therefore, due to the fact that 
intercustomer social support is a recent concept, there is still scope for further 
investigation (Black 2011). Given that intercustomer and social support has 
received limited attention (e.g. Black 2011; Rosenbaum 2006), this paper 
aims to examine the reasons why customers could seek interpersonal support 
from their service encounters and in turn these commercial service 
establishments become meaningful for their lives.  
 Past studies have mainly relied on the relationship between customer and 
firm, while only few studies have also focused on the impact of intercustomer 
support during the service encounter (Black 2011). 
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Therefore, the research questions are formulated as follows: 
 
1. Why do people seek social support in third places? 
2. Why are third places important to consumers? 
3. How does social support among customers-employees-owners   
affect the outcomes of firms? Are there implications for customer‟s 
loyalty /satisfaction and future behavioral intentions? 
This dissertation attempts to empirically test the above questions 
 
1.3 AIMS OF THE STUDY 
     This paper will try to explain why third places, and particular gyms and 
beauty salons, may create a positive affective tie among individuals and those 
commercial settings. The main characteristic of this affective relationship is 
the tendency of each customer to maintain closeness to such a place (Hidalgo 
and Hernandez 2001).  
     This research paper examines a broader network of social support among 
customers with other customers-employees-owners who interact with one 
another in third places .To be more specific, it investigates whether customers 
receive social, emotional or instrumental support from other members in 
different service settings and whether they are willing to produce a positive 
word of mouth, to be loyal and satisfied in exchange for all the “intangible 
amenities” mentioned above. This current empirical study aims to outline, at 
the same time, all the social connections that exist in a gym and in beauty 
salons of Thessaloniki, Greece, since the important subject is the social 
network concept in general. 
      Furthermore, it aims to examine whether “negative events” (Rosenbaum 
2006, 2008, Baker and Brocato 2006) such as divorce, separation, retirement, 
illness, empty nest and financial problems, encourage people to form 
commercial supportive relationships in third places, through emotional 
support, companionship and instrumental support. ; This contributes to the 
customers per se as well as to the financial strength of the service 
organization. 
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   As far as the contribution is concerned, this specific study aims to 
provide theoretical and managerial findings. Although the purpose of this 
paper is specialized in the service sector, its implications could also expand 
to sociological and health related benefits.    
   The importance of social support in third places on people‟s lives is 
considered great, since it provides customers with a path against stress, 
anxiety, depression and high blood pressure (Cohen 2004; Hawkley et al 
2003) and could even prolong longevity(Giles et al 2005). When individuals 
participate in a social network, they seem to have better access to 
information, resources and goods (Berkman et al, 2000).  
    Past studies have mainly been focused on support ties among customer 
and firms and customers to customers. This empirical research investigates 
the overall contribution among all partners and members of a service 
organization. Therefore, there are additional conclusions regarding social 
support from a broader perspective including the term intrercustomer 
support in third places. 
The present research also contributes to the management field in 
general. From the moment that directors and managers are aware of the 
beneficial outcomes that social and intercustomer support concept offers, then 
it is easier for them to adopt the relevant mentality.  
1.4 OVERVIEW 
   The aim of this paper is to compare, contrast and expand past research on 
the connective bonds of a service firm with its members. The remainder of the 
paper is divided into 5 chapters. The next chapter provides an overview of the 
existing literature demonstrating what intercustomer and social support is all about 
and chapter 3 presents the methodology used. Chapter 4 provides the empirical 
findings while Chapter 5 and 6 provide the Discussion and Conclusions, 
Limitations and Directions of Further Research respectively. 
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CHAPTER 2 
LITERATURE REVIEW 
2.1   INTRODUCTION 
The purpose of this chapter is to review the concepts of third places, social 
support, intercustomer support and future behavioral intentions since are 
fundamental for the aims which have been set. 
2.2 THIRD PLACES 
A fundamental term in marketing theory and practice is “third places”. Third 
places can be defined as a form of marketplace communalities (Rosenbaum 
2008).Third places are “public places that host the regular, voluntary, informal and 
happily anticipated gatherings of individuals beyond the realms of home and 
work” (Oldenburg, 1999,p.16) which are transformed into customers‟ second 
homes.(Oldenburg 1990,2001).Third places are usually small, locally owned 
settings where regular consumers gather not only to satisfy a consumption need 
but also to socialize with each other (Black,2011) 
Places like bars, diners, coffee-shops, gyms, hair salons nourish the human 
interactions and relationships (Oldenburg and Brisselt 1982, 1994). “These 
relationships enable people to escape from their external rules and to engage in 
pure sociability” (Rosenbaum 2008, p.181). The assertion in the above quotation 
is justified by the fact that these relationships are a form of association that cannot 
be found in the workplace, in the family or anywhere that is considered an 
organized meeting, because people are obliged to the requirement role 
(Rosenbaum 2006). 
In other words, third places are “the core setting of informal life” 
(Oldenburg 1999, p.15) that are surrounded outside work and home life, creating 
an informal gathering of people who enjoy one another‟s company (Rosenbaum et 
al 2007). 
2.3   SOCIAL SUPPORT IN THIRD PLACES 
Sociologists and Marketers have studied social support in relation to third 
places. (Black, 2011). According to Cohen et al (2000) social support can be 
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defined as the social ties that individuals consider to be available, or that are 
actually provided to them, by nonprofessional persons in the basis of both formal 
support groups and informal helping relationships.  Psychologists perceive social 
support as “the perception or experience that one is loved and cared for, esteemed 
and valued and part of a social network of mutual assistance and obligations 
(Taylor et al 2004, p. 354-355). 
Although many people acquire support from formal ties such as family, 
friends, coworkers (Rosenbaum 2008), they are also inclined to informal ties in 
bars, retail stores, gyms and hair salons, due to the anonymity and neutrality 
provision (Albrecht and Adelman 1984; Cowen 1982). In this way, in the majority 
of cases customers get support in such places gradually and subconsciously, 
mainly because it is not a formal gathering process (Rosenbaum 2008). 
  Despite the fact that it is often considered inappropriate to seek supportive 
relationships in third places (Albert-Gamet and Cova 1999), many marketing 
scholars consider these places (e.g., restaurants (Rosenbaum 2006),such as hair 
and beauty salons (Price and Arnould 1999) and gyms (Unger and Johnson 1995), 
as areas where customers obtain socially supportive relationships with other 
members of the organization and receive support that most people receive from 
family, friends and coworkers(Rosenbaum and Massiah, 2007). 
     Consumers generally form commercial friendships to share consumption 
experiences in such places with others who represent unacquainted strangers (Mc 
Grath and Otnes 1995). In other words, even though social support is not one of 
the main purposes of visiting a third place; this procedure usually takes place in an 
implicit and indirect way. 
Service organizations, such as bars, restaurants and coffee-shops, have been 
proven to provide an informal mechanism that encourages social support among 
their patrons (Lofland 1998). Adelman and Ahuvia (1995) examined social 
support among customers and employees and they found that there is a positive 
relationship between social support in service organizations and the customers‟ 
willingness to recommend the service organization. 
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While many types of commercial support have been proposed, only three of 
them seem to have a major impact on individuals‟ well being: a) companionship 
b) emotional and c) instrumental support (Helgeson 2003; Rook 1984; Fyrand et al 
2002). In companionship, people spent time on activities with others, whereas 
emotional support is related to an individual expressing personal information to 
another person in return for his/her mutual understanding and advice. Instrumental 
support is about practical help and assistance “with mundane activities or financial 
aid” (Rosenbaum and Massiah, 2007, p.261).  
Companionship, emotional and instrumental support help people relieve 
negative symptoms mainly associated with loneliness (Rosenbaum 2006) or 
illness (Steptoe et al 2004; Unchino et al 1996). However, according to Sorkin, 
Rook and Lu (2002), companionship and emotional support are considered more 
important to a person‟s well being. 
Commercial social support is better when people get it “not from a single 
source such as sole service provider” (Rosenbaum et al 2007, p. 46) but rather 
from a broader network of customer-employees-owners who happen to share the 
same experiences, understanding one another (Gentry and Goodwin 1995; 
Ramaswamy 2009). It has been suggested that people having relationships with 
only one or few individuals in a place, happen to be less dependent on the place 
than individuals who maintain a network of relationships (Rosenbaum 2008), 
which includes commercial friends and acquaintances.  
An important point regarding social support in third places is that, the more 
an individual patronizes a firm, the better the opportunities for an individual to 
interact with other members of the firm (Black 2011). 
Several studies suggest that consumers around the world usually patronize 
firms such as hair salons (Price and Arnould 1999), fast food outlets (Day 2000), 
coffee shops (Thompson and Arsel 2004), diners (Rosenbaum et al 2007) and 
bookstores (Miller 1999) providing employees and customers to act as caregivers 
delivering social support to customers (Rosenbaum 2008). Researchers also 
investigated the sense of communion among individuals during commercial 
gatherings and experiences for instance, during rafting trips (Arnould and Price, 
1993), Harley-Davidson meetings (Schouten and Mc Alexander 1995), religious 
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experiences (O‟ Guinn and Belk 1989) and Skydiving adventures (Celsi, Rose and 
Leigh 1993). The most important finding of these prior studies is that people 
usually are unable or unwilling to realize the underlying reason for seeking 
support from the service encounters and especially from those that offer 
“extraordinary” experiences. (Arnould and Price, 1993). Based on qualitative and 
quantitative methods but mainly through extensive observations, they suggest that 
there is a sense of cummunitas that developed among customers and the specific 
service provider. (Arnould and Price, 1993). Thus, the sense of communion and a 
sense of belonging is a sense of a shared experience that exceeds the ordinary 
camaraderie. (Celsi, Rose and Leigh 1993).  
Schouten and Mc Alexander (1995) after three years of observations on 
Harley-Davidson customers argue that “individuals who invest sufficient energy 
into a subculture of consumption may eventually internalize its values and norms, 
becoming hard-core members” (p.56). 
2.4   INTERCUSTOMER SUPPORT AND FURTHER BEHAVIORAL INTENTIONS 
In a typical service organization, there are many bidirectional connections. 
For instance, customer and employees, customers and other customers, employees 
and managers, managers and customers.(Black 2011).All the linkages in the 
organization among customers-employees-owners (Ramaswamy 2009),enhance 
the customers‟ experience in general (Black 2011). What is proposed by 
Rosenbaum (2008) as an intercustomer connection is the customer interaction with 
other customers in service settings.  
It should be noted here that research on intercustomer social support derives 
from previous research on social support (Black 2011). Studies have shown that 
customers receive support from employees and owners (Kang and Ridgway 1996; 
Rosenbaum 2006: Rosenbaum et al 2007) but there has also been a critical 
investigation whereby customers receive support from other customers in third 
places (Rosenbaum 2008; Rosenbaum and Massiah). 
To be more specific, Rosenbaum (2008) reported that social support among 
regular customers in service organizations, improved health outcomes for 
customers and financial returns for the firm. In service establishments where 
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individuals interact with each other, this enables intercustomer support by 
promoting social connections among customers (Black 2011). Intercustomer 
support, therefore, is considered an added advantage for the organization since it 
can provide customers and firms with relevant outcomes (Black 2011). 
It is also argued that social interaction in such places helps people feel that 
they belong to a group expanding their social network and diminishing negative 
feelings (Rosenbaum 2006; Stone 1954). Rosenbaum (2008) also suggests that 
intercustomer support creates positive relationships and attitudes towards 
satisfaction and future behavioral intentions. Psychologists, sociologists and 
researchers have questioned why and how consumers form an attachment or 
community cohesion in third places (Tigges 2006; Rosenbaum 2008). Third 
places, due to the fact that they form a natural way of communications with other 
customers, may provide consumers‟ cohesion (Rosenbaum 2008). Bollen and 
Hoyle (1990, p. 482) perceived cohesion as “an individual‟s sense of belonging to 
a particular group and his/her feelings of morale associated with membership in a 
group”. These feelings create a sense of belonging that encourages members to 
associate with other members (Rosenbaum 2008).  
The context of psychological involvement in the service encounter (Siehl, 
Bowen and Pearson 1992) is revolved around customers‟ beliefs according to 
which the interest of the service provider in them is not limited to viewing them as 
their property, body and mind but as a human entity.  
As it is demonstrated in several studies, there is a connection between the 
type of support that is offered in third places and further behavioral intentions of 
the customers. While, Putnam (2000) claims that the marketplace cannot be 
considered as a form of community, other studies indicate (Rosenbaum 2006, 
2008; Cheang 2002) that customers of every age and sex might have positive 
effects by even “sustaining weak social ties in commercial third places” 
(Rosenbaum 2008, p.192).  
From the moment that consumers associate a place as a gathering place or as 
a home, they start forming an intensive loyalty or even an attachment to the place 
(Belk 1992, Kleine and Baker 2004). The relational third place theory supports 
that there is a positive correlation between the social supportive consumers in a 
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third place and his/her loyalty to the place (Rosenbaum 2006). Finally, Palmatier 
(2008) suggested that the multiples contacts and social linkages a customer has 
with in the organization, reduces the chances to switch providers and increased the 
levels of value. 
  The conclusion derived from all the aforementioned, is that a socially 
contented service encounter is satisfied and thus willing to stay in the same 
company, less likely to switch to another company (Dick and Basu 1994; Oliver 
1997; Gremler and Brown 1999; Fecikova 2004) and to produce positive word-of-
mouth (Shankar et al 2003). Moreover, a loyal and satisfied customer is more 
likely to stay within the company and to purchase more products and services 
(Moutinho and Smith 2000;Kotler 1991;Law et al 2004). Hence, it is easier and 
less costly for a business to retain a current customer than to have a new one 
(Sheth et al 1999; Peters 1988). 
2.5   THEORIES OF ATTACHMENT AND LONELINESS  
  The theoretical framework of this research is based on the attachment and 
relational theory of loneliness (Weiss 1973; De Jong Gierveld 1998). Sociologists 
and psychologists have already recognized place attachment as being a significant 
foundation for exploring the phenomenon that impel individuals to certain places 
(Tuan 1980;1974;1977; Hidalgo and Hermanden 2001; 2002; Kyle et al 2003; 
Kyle et al 2004; Kyle, Nowen and Tarrant 2004; Kyle, Graefe and Manning 
2005).  
  Organizations can create beneficial bonds by creating environments that 
cultivate attachment (Brocato 2006). Consumers attached to specific places are 
more loyal (Katlenborn 1997; Kyle et al 22003; Kyle et al 2004) and satisfied with 
their experiences (Kyle, Absher and Graefe 2003). The Attachment theory was 
first presented by John Bowlby (1979) as the “emotion-laden -target-specific 
bond” that develops a connection between individuals or objects and is part of 
humans‟ instinctive needs for survival and security (Bowldy 1977). Place 
attachment is the emotional link that a person attaches to a physical place through 
his/her meaningful interactions within the setting (Miligan 1998) and is in 
accordance to social cohesion (Peters et al 2010). 
Prior studies, mainly in UK have showed that there is positive relation 
between the level of place attachment and the level of social cohesion (Forrest and 
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Kearns 2001). Hidalgo and Hernandez (2001) investigated different types of 
attachment including physical and social and spatial range like neighbourhood and 
city. Their investigation concerned both the social and physical elements of a 
place towards differing types of spatial ranges. They suggested that social bonds 
were stronger in all three levels of place, highlighting the important factor of the 
social network environment in place attachment. (Brocato, 2006).  
According to the relational theory of loneliness (Weiss 1973) social and 
emotional loneliness could be alleviated through companionship and emotional 
support. For example, emotional loneliness may temporarily be alleviated through 
commercial communities where individuals share the common experiences and 
feelings (Rosenbaum et al 2007). Emotional isolated individuals because of their 
missed emotional and companionship support have a natural compulsion to search 
for new ties that may lead them to explore even the most unlikely possibilities 
(Weiss 1973, p. 36).  
Social and emotional isolation can be reduced by compensating for the lack 
of social support through any means and resources that create a replenishment of 
these deficits, as suggested by Weiss (1973). Furthermore, when third places 
encourage social supportive network this can be very therapeutic and at the same 
time create a strong dependency to gather in such places on a daily basis (Weiss 
1973; Rosenbaum et al 2007).  
Unlike, Granovetter‟s argument (1983) which claims that third place 
relationships are “weak social ties”, studies have found that commercial 
supportive relationships are ironically strong despite being considered weak when 
compared to individuals‟ personal contacts.(Rosenbaum et al 2007).  
Evidence suggests that negative feelings caused by loneliness, may urge 
customers to create commercial friendships with customers-owners and employees 
in service organization (Froman and Sriram 1991; Kaing and Ridway 1996; 
Goodwin 1997; Rosenbaum 2006; Rosenbaum et al 2007). Gierveld (1998) 
proposed loneliness to be “a) a product of the discrepancy between what one 
wants in terms of interpersonal affection and intimacy and what one has and b) 
the greater the discrepancy, the greater the loneliness”. Social conditions like 
marital status, age, annual income, personality traits, contacts of a network 
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members and health related issues have been viewed as the factors that are mainly 
associated with provoking loneliness (Lauder et al, 2004).  
People who experience divorce or death often feel emotional vacuum, 
boredom and feeling of marginality, whereas people who lack friendships due to 
socially supportive destructive events such as illness or those who are retired may 
feel isolated (Rosenbaum et al 2007). In addition, people who have financial 
problems may often seek instrumental support in order to help them with 
“mundane activities”. Unger and Powell (1980) found out that individuals and 
families with low income and financial difficulties rely on others to get 
instrumental support. On the contrary, companionship and emotional support are 
different types of support that cannot be bought. (Rosenbaum et al 2007).  
Even though instrumental support does not relieve loneliness, insufficient 
instrumental support may lead to loneliness, if it is linked with negative life events 
that have a great impact on people‟s lives e.g. illness, divorce or death (Van 
Baarsen 2002). Loneliness, may  as it has already been mentioned, negatively 
affect people‟s health and thus ill health leads to weak social contacts that 
eventually create feelings of isolation (Lauder et al 2004). Therefore, supportive 
social relationships are considered vital. 
2.6   GENDER IMPLICATIONS IN SOCIAL INTEGRATION 
Prior studies suggested that women form commercial friendships more 
easily with strangers, employees and customers in service organization compared 
to their male counterparts (Day 2000; Stone 1954). Chiriboga et al (1979) has 
found that women relied on different supportive ties during marital breakups in 
comparison to men. Women tend to have a broader network of help givers than 
men. For example, women rely on their parents, friends, relatives, doctors and co-
workers. “The higher the perceived stress, the more likely women were to seek 
communication with others” (Albrecht and Adelman 1984 p.6).  
Feminist theory could provide elaborate explanations on the issue at hand. 
Female‟s stronger sense of care might explain women‟s greater willingness to 
formulate emotionally connected and care giving relationships in contrast to men 
(Rosenbaum 2008).  
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Moreover, Henderson and Allen (1991) have proposed an ethic of care 
framework in order to analyze and understand women‟s leisure activities. Women 
usually care for the needs of others first and thus they may neglect their own 
personal leisure time. This can be further supported by the fact that when they 
make time for themselves; they might feel guilty for doing so (Henderson 1996; 
Shaw 1994). An ethic of care could become a constraint for women as their caring 
for others is greater than their own personal leisure but on the other hand an ethic 
of care could bring possibilities for leisure via its social linkages and the possible 
interpersonal interactions (Krenichyn 2004). 
Tronto (1987) revealed that caretaking experiences are more inclined to be 
performed by mothers and lower status women causing them to be more prone to 
extend care with other people in public spaces because of social norms. Gilligan 
(1982) claimed that girls and women form an attachment more easily, maintaining 
relationships and avoiding harm, as opposed to an ethic of fairness. Zelvin (1999) 
suggests that men are more successful regarding maturity than women due to the 
fact that men follow the model of emotional health while women inclined to be 
less successful in this matter. Miller (1976) stresses the fact that part of women‟s 
strengths is their innate talent to promote the development of others. Thus, due to 
the importance that women attach to relationships, women‟s ties and bonds have a 
great impact on their lives (Zelvin, 1999).  
Regarding the impact of friendships on the women‟s well-being, 
Knickmeyer et al (2002) posit that women sustain their friendships with other 
women because this is in all aspects highly beneficial for them. 
2.7   RESEARCH OBJECTIVES 
The following research objectives demonstrate the role of a third place, as it 
is a gym and hair/beauty salon, in the service Marketing. The research focuses on 
whether people that lost their relationships through 1) death, divorce, separation or 
due to the fact that are in no relationship with a partner 2) whether chronic illness 
is responsible for diminishing the quality of their social network 3) whether the 
loss of interaction with co-workers and children through retirement and empty 
nest and last, 4) whether the financial problems that a person might encounter, 
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impel people to seek and obtain social support in third places of such sort 
.(Rosenbaum et al 2007) 
Based on research studies it appears that consumers who experience 
negative life events are more inclined to patronize service establishments as a 
result of their social isolation to get over the loss of their social support. Hence, it 
is not clear why consumers, especially younger and middle-age adults who have 
not experienced such negative events, may seek  intercustomer social support as 
well (Rosenbaum 2008).  
As this study aims to examine the relationship between Social support and 
intercustomer social support through companionship, emotional and instrumental 
support that customers form in a commercial organization, it is necessary to 
analyze  how this affects customers‟ future behavioral intentions, such as loyalty 
and satisfaction, perceived cohesion, likelihood to complain and to pay higher 
prices.  
Therefore, the results from the above objectives aim to examine whether 
commercial third places can promote social support to its customers and provide 
financial returns to the firm. 
Figure 1, represents the framework of the research objectives. The 
framework illustrates that customers who experience socially supportive 
destructive events may receive three types of social support from other members 
including the customers themselves in a service organization that affect their 
future behavioral intentions. Not only do customers get health related returns, but 
the firm could also become financially viable, sustainable and competitive. 
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Figure 1:  The attitudinal framework developed in third places 
2.8     RESEARCH HYPOTHESIS 
  Each of the research hypothesis correspond to the relationships suggested in 
Figure 1.Marketing literature and theory, discussed earlier,  support the 
development of  the  research hypothesis aiming to examine the following : 
 
  H1 : The percentage of social relationships that provide (a)    emotional (b) 
companionship and (c) instrumental support that are based in a third place, 
should be lowest among female customers who have not experienced any of 
the assessed negative life events. 
 
   H2a: Female customers who receive emotional support report a higher level of 
(a) perceived cohesion (b) satisfaction (c) higher level of loyalty (d) lower 
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level of switching to other service providers and (e) greater willingness to pay 
higher prices than other customers of the organization 
 
 H2b: Female customers who receive companionship support report a higher 
level of (a) perceived cohesion (b) satisfaction (c) higher level of loyalty (d) 
lower level of switching to other service providers and (e) greater willingness 
to pay higher prices than other customers of the organization 
 
  H2c: Female customers who receive instrumental support report a higher level 
of (a) perceived cohesion (b) satisfaction (c) higher level of loyalty (d) lower 
level of switching to other service providers and (e) greater willingness to pay 
higher prices than other customers of the organization 
 
 H3:The percentage of social supportive relationship based on a) emotional, b) 
instrumental, c) companionship support that a female customer obtains is 
higher among regular customers 
 
2.9  CHAPTER SUMMARY 
This chapter provided a review of the relevant literature demonstrating 
social and intercustomer support in third places and highlighting the important 
effect they have in consumers‟ life .Based on attachment and loneliness theory the 
underlying research hypothesis were set so as to analyze the impact of social 
support on both customers and firm‟s return. The procedures and methods used to 
test the research hypothesis are presented in the following chapter. 
 
 
 
 
 
26 
 
 
CHAPTER 3  
RESEARCH METHODOLOGY 
3.1   INTRODUCTION 
The purpose of this paper is to examine consumers‟ attitudes towards 
commercial social support in third places. Therefore the appropriate way to 
conduct the research is a cross-sectional design in order to investigate the research 
objectives. A survey methodology was utilized based on type of questionnaires 
that was designed for previous studies. Methodological research issues such as the 
research setting‟s designs, procedures, data collection process, and methods used 
as well as the criteria for the sampling of the survey respondents, are going to be 
thoroughly discussed in this chapter. 
3.2 SELECTION OF THE SITE 
      A typical third place is characterized such as a locally owned setting that host 
regular, informal and happily anticipated gatherings, outside the realms of home 
and work (Oldenburg 1999).Therefore, gyms and beauty/hair salons could be 
considered as appropriate third places for research purposes.  Specifically, gyms 
and hair salons served as the suitable sample site due to the fact that these are the 
epitome of a third place for a group of regular customers (Rοsenbaum 2006). 
     Given that this is an empirical research, the analysis of the above factors in 
third places is conducted in Curves gym and in several beauty/hair salons where 
many females‟ customers patronize them. The sample selection was conducted in 
Thessaloniki, Greece. 
     Due to the fact that Curves is a gym exclusively for women members and also 
hair and beauty salons are mainly women‟s affair, the research and the analysis is 
based only on a women‟s perspective in reference to the reported service settings. 
     Regarding gyms, it is argued that in such places customers come together to 
get a “leisure companionship” (Rosenbaum 2008) which means that people go the 
share activities mainly for health reasons or the sake of enjoyment (Iso-Ahola and 
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Park 1996). Therefore, gyms and hair/beauty salons are appropriate places to 
conduct an empirical analysis.  
      The choice of Curves Chain gym was not random as is a gym with specific 
philosophy and policy with a strong brand name strategy. It is also relatively new 
to the market and has quite active members on its clientele list. Moreover, it has 
been investigated again by Rosenbaum (2008). In addition, the suggested places 
selection is addressed primarily to women aged 18-65, namely the appropriate 
target group for the research. However, this doesn‟t mean that there was 
restriction in the respondents‟ ages in any case, although the recorded 
respondents‟ age didn‟t exceed the age of 65.  
     Measures were also taken to avoid any social and non response bias through 
different located place selection which aims to reflect diverse socioeconomic 
backgrounds. To be more specific, the survey was conducted in several 
neighborhoods of Thessaloniki, Greece where people of different lifestyles and 
financial status live, ensuring in this way reliability, at the same time. Three 
Curves stores, located in Toumba, in Kalamaria and Euosmo and five hair/beauty 
salons, two located in the center of the city, two located in Toumba and one in 
Carilaou were the places where this research took place. 
3.3 AGE SELECTION 
           Women between the ages of 18 and 65 are an ideal selection sample since 
they form the main target group in Marketing theory and practice. In the aging 
process individuals undergo many changes which result in the gradual reduction 
of their social and personal roles and also, some of the remaining roles are not 
performed so intensively (Cumming and Henry, 1961). Older people may display 
an increase in narcissism and sometimes a decline in their relationships 
(Cumming and Mc Caffrey 1961; Erickson 1950).  
           However, the most important in this case, is that as people age there is a 
reasonable reduction in physical energy and in other factors in their biological 
functioning (Blitstein 1971; Rosen and Neugarten 1960). Consequently, the most 
likely ages that respondents might have visiting a gym or a hair salon are between 
18-65. The reasons for that are mainly derived from the fact that those ages are 
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adults in productive ages, usually financially independent, who use the facilities 
of a third place more often and tend to face more difficulties during their lives, 
seeking social support. Women over 18 and under 65 are more likely to face a 
divorce or an unexpected illness, financial problems or feelings of depression. In 
their sixties, socially supportive destructive events such as widowhood, retirement 
or empty nest take place more often creating negative feelings of isolation. On the 
other hand, women under 18 are teenagers with different problems seeking 
support in formal ties such as family, friends and educational institutions. 
Younger ages are financially dependent on their parents and thus market decisions 
are largely taken by the latter.  
            For all the aforementioned reasons, the required sample varies from 
women between 18 to 65 years old due to the fact that it is more likely to come in 
contact with these ages as there are the main buyers of different commercial 
service organizations. Another reason the age under 18 was considered as a 
limitation, results from the fact that consumers under 18 years old are not in the 
capacity to formally answer questions relating to adults. 
3.4 METHODS 
The methodology used in this paper was conducted based on quantitative 
techniques since it is the most suitable way for the research questions and 
hypothesis to be answered. A survey through a specific type of questionnaire was 
adopted so as to test the research hypotheses that were set at the beginning. 
Similar studies that have explored social support and consumer behavior in third 
places, have conducted empirical quantitative methods to test their sample (e.g 
Black 2011; Rosenbaum 2006; 2008; Rosenbaum and Massiah 2007; Rosenbaum 
et al 2007). All the measurements and scales that where used are based on 
previous empirical studies. 
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  In order to examine at the same time the social network ties that exist in the 
organization, including intercustomer relationship originally entered as members 
of the organization in the questionnaire, the owners, the employed staff and all the 
customers who buy the offered services. Therefore, no separate intercustomer 
support recording took place because this study aims to investigate at the same 
time the social interpersonal connections that exist in a service setting. 
  The questionnaire was organized based on three main categories. Part A 
focuses on social support questions that customers obtain in service settings. Part 
B revolves around customers‟ behavioral intentions towards the specific service 
setting. Finally, part C is made up of demographics questions.  
The frequency to which Curves and hair salon customers obtain 
commercial social support from other members of the organization (customers – 
employees – owners) was measured with the social support questionnaire for 
transaction (S.S.Q.T.) scale (Doeglas et al 1996; Suurmeijer et al 1995; 
Rosenbaum 2006; Rosenbaum and Massiah, 2007). The selected measurement has 
been used in the past and it has also appeared in several psychological and 
medical studies (e.g. Spisker et al 2004). Additionally, it is one of the methods 
that have been used for measuring an individual‟s supportive network (see Wills 
and Shinar 2000). 
The social support questionnaire for transaction (S.S.Q.T.) contains 23 
questions regarding three different types of social support namely:                          
(companionship, emotional and instrumental support) with a specific frequency    
(1 = seldom or never, 2 = now and then, 3 = regularly, 4 = often). These questions 
were also reported in Appendix questionnaire‟s section A. A copy of the specific 
questionnaire could also traced there (for review see Appendix No 1) 
Concerning the part B of the questionnaire, this contains measures 
referring to customers‟ future behavioral intentions. These were assessed with 13 
items as adopted by of Zeithanl, et al (1996). The questions were evaluated on a 
scale from (1) = not likely to (7) = extremely likely. Satisfaction was measured 
with a 6 item scale used by Rosenbaum (2006; 2008).  Each item was evaluated 
on a 5 point scale; (1) = strongly disagree to (5) = strongly agree. Last, the 
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perceived group cohesion questions were assessed by the 6 item scale adopted by 
Bollen and Hoyle (1990) with the same evaluation scale (from 1 to 5). 
Finally, Part C consists of demographic questions (such as age, education 
and annual income). This being the case the final section naturally requested from 
respondents to indicate their marital, social and financial status (e.g. widowhood, 
financial problems, retirement, divorce, chronic illnesses and empty nest). In the 
eighth and final question of the questionnaire asked customers to report how often 
they visit the gym/hair salons in order to analyze whether a regular customer 
obtains social support in the selected for the study third places, meaning how 
often there is a patronage frequency. 
Another point worth mentioning is the fact that the measures of social 
support between customers and future behavioral intentions have been extensively 
used in the marketing research showing great reliability and validity (Black 2011). 
3.5   SAMPLING AND DATA COLLECTION 
The aim from the outset was a random sample selection of Curves and 
hair/beauty salon members. The questionnaire was anonymous in order to avoid 
social bias and to reassure privacy and confidentiality. Owing to the fact that the 
survey was conducted in Thessaloniki, Greece, a back translation to Greek was 
necessary.  
Although the translation of the questionnaire in Greek was made by the 
student, it was followed by a second translation, comparing the interrelationship 
of the original (English) with the new (Greek) by the student‟s bilingual 
Marketing teacher. In continuation, it was tested by distributing the questionnaire 
to three random individuals, who have studied in the UK, to get feedback. The 
final step was to conduct a pilot testing while some customers of Curves gym 
answering the questionnaire.  
Examples of the corrections that were made as result of the pilot testing were 
the rewording of the questionnaire‟s item. Specifically, further clarification was 
needed for question (2a) of the questionnaire “How often do members of the 
organization drop in for a pleasant visit?” because there is not a precise and 
equivalent Greek word with the English word “drop in”. Therefore, the 
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translation was written in such a way so as to correspond as much as possible to 
the meaning of the English word “drop in”. Finally, the translated questionnaire 
after some adjustments concerning gym and hair salons additional meanings was 
further tested and confirmations over its readability were eventually granted.  
The distribution of the questionnaire started in mid – August and ended at the 
end of- September, collecting a sufficient number of 145 questionnaires of which 
117 were completed correctly in their entirety.  
For precision and research purposes an identical survey with the same 
questionnaires was conducted in several hair/beauty salons in Thessaloniki to 
examine at the same time different commercial types of a third place. A total of 98 
questionnaires were collected, of which 80 were properly completed.  
Finally, for practical and timesaving reasons, a total number of 197 
questionnaires were collected for research purposes, which was considered a 
sufficient amount. 
3.6 STATISTIC TOOL FOR DATA ANALYSIS 
Given that this research paper is an empirical analysis, the statistical tools 
used for the data analysis is the SPSS 19 software. The statistical analysis for the 
current study comprises the basic elements of descriptive statistics such as mean, 
st. deviations, in addition to Cronbach Alpha analysis, factor analysis, correlation 
Matrix, one-way ANOVA and Regression analysis. The above software tools aim 
to test the research hypothesis. 
3.7     CHAPTER SUMMARY 
This chapter has presented the methodology used for the data collection 
and analysis in order to test the research hypothesis regarding social support, 
customers‟ behavioral intentions and patronize frequency. The following chapter 
presents the results derived from the SPSS data analysis.  
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CHAPTER FOUR 
RESULTS 
4.1   INTRODUCTION 
The purpose of this chapter is to present the results of the conducted 
survey concerning the social supportive ties in the specific selected service 
settings. First of all, general characteristics of the sample are presented. In 
succession, the results of the survey are reported under thematic categories and 
finally the research hypothesis is analyzed and tested. 
4.2   GENERAL PROFILE OF THE FEMALE RESPONDENTS  
An overview of the demographic data generated based on results provided 
by the female respondents will be presented. A total of 197 completed 
questionnaires from two different types of service settings, were measured and 
tested. 
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The majority of the responses were between 26-35 and 36-45 showing that 
the sample was mainly comprised of younger to middle age segments of the 
population. 
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Regarding the income of the respondents, 50% of the sample has an annual 
income of 15,000-30,000euro while 40% has an annual income of less than 15,000 
euro. The aforementioned justifies the fact that the majority of respondents 
reported financial problems as the socially supportive destructive events they have 
experienced. 
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Figure 4 
 
The histogram shows that the educational levels of the respondents are 
high since 49% have an academic university background and 17% a post-
graduated degree. Therefore, the sample is highly educated which means that the 
respondents could have a broad network of relationships and that the service 
settings where this research took place imply service quality.  
Another valid observation based on the above histogram is that the high 
percentages of education are associated with the younger ages of the sample 
group. The significant propensity for education in Greece is an established fact 
(Tsoukalas, 1976). What has been revealed is that there is “passion of the Greek 
people for education and culture” (tsoukalas, 1976 p. 419).Statistical research data 
has proved that there is exceptional penetration of education in Greece (Tsoukalas 
1976). 
4.3 MEASUREMENT OF RESEARCH VARIABLES 
The three quarters of the survey questionnaire contain a set of eight 
questions that are analyzed and tested. Each of the presented variables consist a set 
of the hypothesis tested in this paper. A brief description as follows: 
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Table 1.  Evaluated Variables (a brief summary) 
Emotional support Friendly ear, encouragement, understanding, sharing 
and affectionate, supportive 
Companionship visiting and doing things together with members of  
service firm, communicate regularly with members of 
the firm 
Instrumental support taking and giving advice, lending small or valuable 
things, offering help in difficult situations  
Loyalty/WOM Word of mouth, recommendations, remaining loyal in 
the future 
Propensity to 
complain/switch 
Switch to a competitor, complain to 
employees/customers 
Likelihood to pay higher 
prices 
pay higher prices in relation to competitors, switch to 
a competitor who offers better prices 
Satisfaction Satisfied with the firm, committed to remain a 
member of the firm 
Perceived Group 
Cohesion 
sense of belonging and enthusiasm about the 
organization 
Negative life events Divorced/widow/health problems, Financial 
problems/Empty nest/Retirement 
Frequency visit once a week-three times a week-every day 
 
In order to analyze and test the significance of the research variables, a 
number of statistical tests were conducted. Each of the questions was tested 
through factor analysis to ensure a further validity. Additionally, each set of items 
36 
 
constitute an excellent fit which enabled the study to proceeding forward. All 
variables grouped together as a distinguishable variable on the rotated component 
matrix by applying a varimax rotation method. (For further details, see Appendix 
No 2). 
Moreover, in order to test the reliability and validity, the Cronbach Alpha 
was calculated for each of the eight items. The minimum acceptable Cronbach 
Alpha was set at 0.7 whilst only one of the research variables-items didn‟t succeed 
to meet the target and therefore some specific questions from the questions set 
were excluded. The four items that where excluded regards the propensity to 
complain/switch questions since the Cronbach alpha was (a=0.428).More specific, 
the excluded questions are: 1 ) Switch to a competitor if you experience a problem 
with organization‟s service 2) Complain to other customers if you experience a 
problem with the organization‟s service 3) Complain to external agencies such as 
the Better Business Bureau if you experience a problem with organization and  4) 
Complain to organization‟s employees if you experience a problem with the 
organization‟s services. The above figure shows the Cronbach Alpha. 
Table 2 Cronbach Alpha Results 
Variable  Cronbach Alpha  
Emotional support 0.916 
Companionship 0.788 
Instrumental support 0.791 
Loyalty /WOM 0.732 
* likelihood to pay higher prices 0.570 
Satisfaction 0.904 
Perceived group Cohesion 0.912 
*Note: question ( k )of the survey questionnaire was deleted after purification 
 
The results showed that every set of questions were reliable. Having 
complied with the accepted statistical rules and requirements for data validity and 
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reliability, the average means were constructed so as to test one single variable 
item. The means and the .Deviations are presented. 
Table 3 Descriptive Statistics 
 Mean Std. 
Deviation 
Emotional support 3.59 0.49 
Companionship 2.01 0.77 
Instrumental support 2.33 0.63 
Loyalty/ WOM 6.33 0.69 
Likelihood to pay higher 
prices 
4.57 1.24 
Satisfaction 4.25 0.57 
Perceived Group 
Cohesion 
3.78 0.70 
Age 36.4 10.69 
Education 3.82 0.719 
Income 1.72 0.70 
Divorce/separation 0.24 0.43 
Financial Problems 0.35 0.47 
Health Problems 0.19 0.39 
Retirement/Empty Nest 0.08 0.26 
Frequency Visit 3.34 1,453 
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The mean of each variable shows the females‟ respondents towards each 
kind. The std. deviation reflects the size of the range close to the mean. Since in 
most of the cases is relatively close to the mean, this means that the responses did 
not have any noticeable response differences. Thus, an indirect attitude is 
revealed. The only remarkable comment concerns the age variation and the 
frequency visit. The latter is explained by the fact that hair/beauty salons 
customers, as quite naturally, patronize the investigated places more rarely than 
gym customers.  
On the other hand, emotional support has the higher score mean as the 
response scale was from 1=seldom or never to 4=often. With a mean score 
m=3.59, the responses in general, were between 4 and 3.In addition, the loyalty 
questions have a score mean m=6.33 meaning that customers are loyal to a 
company since number 7 is the most positive response in accordance to the 
evaluation scale. 
4.4   HYPOTHESIS TESTING 
In order to test the research hypothesis, multivariate linear regression was 
conducted. To measure the effect of each of the variables (independent) with the 
dependent variable, one –way ANOVA was utilized. 
H1: The percentage of social relationships that provide (a)  emotional (b) 
companionship and (c) instrumental support that are based in a third place, 
should be lowest among female customers who have not experienced any of 
the assessed negative life events. 
 
For the H1a hypothesis, the ANOVA tables reveal that: 
 
Table 4. 
Test of Homogeneity of Variances 
Emotionalsupport   
Levene Statistic df1 df2 Sig. 
1,980 4 192 ,099 
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Table 5. 
ANOVA 
Emotionalsupport 
    
 
Sum of Squares df Mean Square F Sig. 
Between Groups ,567 4 ,142 ,578 ,679 
Within Groups 47,100 192 ,245   
Total 47,667 196    
 
  The percentage of social relationships that provide emotional support, 
within a third place context, should be the lowest amongst female customers, 
who have not experienced any of the assessed socially supportive destructive 
events, is rejected. Table 5 in the last column shows the probability (P) of the 
F-test. 
F(4,192)=0.578 (P>0.05).Therefore, it reveals that <P> is statistical 
insignificant and thus H1a is rejected. 
 
For the H1b hypothesis, the ANOVA tables reveal that: 
Table   6. 
Test of Homogeneity of Variances 
Companionship   
Levene Statistic df1 df2 Sig. 
1,409 4 192 ,232 
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Table   7. 
ANOVA 
Companionship      
 Sum of Squares df Mean Square F Sig. 
Between Groups 12,366 4 3,092 5,664 ,000 
Within Groups 104,805 192 ,546   
Total 117,171 196    
 
 The percentage of social relationships that provide (b) companioship 
support, based in a third place, should be the lowest among female customers 
who have not experienced any of the assessed socially supportive destructive 
events is accepted. Table 7, in the last column shows the probability (p) of the 
F-test. 
 F (4, 192) =5,664 (P<0, 05) 
 Therefore, it reveals that <P> is statistical significant ant thus H1b is 
accepted. 
 
For the H1c hypothesis, the ANOVA tables reveal that: 
Table8. 
Test of Homogeneity of Variances 
Instrumentalsupport   
Levene Statistic df1 df2 Sig. 
,287 4 192 ,886 
 
Table 9 
ANOVA 
Instrumentalsupport     
 Sum of Squares df Mean Square F Sig. 
Between Groups 2,770 4 ,693 1,725 ,146 
Within Groups 77,097 192 ,402   
Total 79,867 196    
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  The percentage of social relationships that provide (c) instrumental 
support, based in a third place, should be the lowest among female customers 
who have not experienced any of the assessed socially supportive destructive 
events is rejected. Table 9, in the last column shows the probability (p) of the 
F-test. 
 F (4, 192) =1.725 (P>0, 05) 
 Therefore, it reveals that <P> is statistical insignificant ant thus H1c is 
rejected. 
 
For the H2a hypothesis, the Correlation Matrix table reveals that: 
     The Female customers who receive emotional support report a higher level 
of (a) satisfaction (b) perceived cohesion (c) higher level of loyalty and (d) 
greater willingness to pay higher prices than other customers, is accepted. 
Table 10 shows that all the variables are significant (See also Appendix No 2) 
 
For the H2b hypothesis, the Correlation Matrix table reveals that: 
    The Female customers who receive companionship support report a higher 
level of (a) satisfaction (b) perceived cohesion (c) higher level of loyalty and 
(d) greater willingness to pay higher prices than other customers, is partially 
accepted. Table 10 shows that the variable loyalty, although has a positive 
impact, is statistical insignificant. (See also Appendix No 2) 
 
For the H2c hypothesis, the Correlation Matrix table reveals that: 
 The Female customers who receive instrumental support report a higher 
level of (a) satisfaction (b) perceived cohesion (c) higher level of loyalty and (d) 
greater willingness to pay higher prices than other customers, is accepted. Table 
10 shows that all the variables are statistical significant. (See also Appendix No 
2) 
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The above tables summarizes the Hypothesis table 
 
Table 10 Behavioral intentions p-value 
EMOTIONAL SUPPORT a) Satisfaction 
b) Perceived 
Group Cohesion 
c) Loyalty 
d) Likelihood to 
pay higher 
prices 
=<0,01 
=<0,01 
 
=<0,01 
 
=<0,05 
COMPANIONSHIP a) Satisfaction 
b) Perceived 
Group Cohesion 
c) Loyalty 
d) Likelihood to 
pay higher 
prices 
=<0,01 
=<0,01 
 
=>0,05 
 
=<0,01 
INSTRUMENTAL 
SUPPORT 
a) Satisfaction 
b) Perceived 
Group Cohesion 
c) Loyalty 
d) Likelihood to 
pay higher 
prices 
=<0,01 
=<0,01 
 
=<0,01 
 
=<0,01 
 
 
    
 For the H3 hypothesis, the Regression tables reveal that: 
The percentage of social supportive relationship based on a) emotional, b) 
instrumental, c) companionship support that a female customer receives is higher 
among regular customers, is partially rejected. Table 3 shows that there is a 
positive impact regarding the frequency of visits only with the emotional support 
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since P=0.000<0.05 while companionship and instrumental support prove to be 
insignificant. (See also Appendix no 3) 
 
Table 11 patronize frequency effects 
Dependent 
Variable 
Independent Variable Coefficient p-value 
Regression 1:  
FREQUENCY 
VISIT 
a) Emotional 
Support 
b) Companionship 
c) Instrumental 
Support 
0,295 
 
-0,024 
0,019 
0,000 
 
0,779 
0,823 
 
Notes: For regression model 1, F= 6,131 ({p (a) <0.05) and R²= 0.073 
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The overall results found from the SPSS data analysis are grouped together in 
Figure 5 
T hird 
plac es
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Figure 5 Model Result for Social Support in Third places 
4.5   CHAPTER SUMMARY 
The general conclusions drawn by the data analysis demonstrate a positive 
impact of the customer‟s behavior regarding the levels of social supportive ties 
among other members of the service setting. Furthermore, results reveal that 
people who experience negative life events such as separation, divorce, financial 
problems or chronic illnesses are more likely to seek companionship support from 
other members of the service firm. In terms of frequency visit, customers‟ level of 
emotional support had a positive impact on patronize frequency while 
companionship and instrumental support had no significant impact on that. The 
next chapter discusses the findings more extensively. 
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CHAPTER 5 
DISCUSSION 
5.1 INTRODUCTION 
The aim of the present chapter is to discuss the results presented in Chapter 
4.First of all, some general outcomes of the research in relation to prior studies are 
discussed and in turn the outcomes of the research hypothesis are presented. 
5.2.   DISCUSSION 
As I demonstrated through the previous chapter there is a positive relation 
among customers and social support obtained in a gym and in several hair/beauty 
salons in Thessaloniki Greece. Based on Weiss‟s  and Gierveld De Jong relational 
theory of loneliness, it was found that customers receive social and intercustomer 
social support from third places that correspond to their personal social support 
deficits. The same was supported by Rosenbaum et al (2007).In the present study, 
female customers who have not experienced any of the assessed negative life 
events report lower levels of companionship support. Alternatively, participants in 
the same study, experiencing events such as death, divorce, separation, illnesses 
and empty nest naturally have an expected need for companionship support due to 
loneliness caused by these negative experiences in their lives.  
Even though all three types of social support (companionship, emotional 
and instrumental) help people relieve negative symptoms associated with 
loneliness(Rosenbaum 2006; Steptoe et al 2004;Unchino et al 1996),this study 
reinforce  Sorkin, Rook and Lu‟s (2002) suggestion that companionship and 
emotional support are considered more important to a person‟s well- being. This is 
further supported by the results, whereby emotional support was of high 
importance to  female customers regardless of whether they had  experienced 
negative  life events or not. Furthermore, emotional support is a prerequisite for 
companionship and instrumental support. Customers initially receive emotional 
support and in turn the other types of support. 
In terms of frequency visit, the study is consistent with Black (2011) 
theory according to which the patronize frequency helps customers to interact with 
other members of the service firm and in this way obtaining social support. 
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However, based on the data analysis, the patronize frequency has a significant 
impact only in combination with emotional support.  
Although this is the case, considering the fact that emotional support is the 
most important source of social support in order for companionship and 
instrumental support to exist in third places, still the tested hypothesis support the 
prior findings regarding patronize frequency. Besides, someone who is already 
friend with another member of the firm is not affected by the frequency of visits. 
Rosenbaum (2008) claimed that third places promote social supportive 
relationships, health related returns for consumers and financial returns for the 
firms. The study (2009), in which he observed a diner, where old to elderly 
customers patronize, revealed that those customers receive social support which 
helps them diminish their loneliness. Rosenbaum‟s prior study (2008) had 
questioned whether younger to middle aged adults who usually do not experience 
socially supportive destructive events, receive commercial social support in order 
to counterbalance the loss of human support.  
The current paper was mainly addressed to those ages and found that 
younger to middle-aged female customers receive commercial social support, 
however, the loneliness theory may explain some of the reasons which impel them 
to seek support in third places.  
Considering prior studies, (Rosenbaum et al 2007; Rosenbaum 2006, 2008; 
2009), customers mainly obtain social support from service settings due to 
loneliness resulting by negative experienced life events. However, this study 
addresses that customers‟ level of emotional and instrumental support doesn‟t 
differ from those who have not experienced any of the assessed negative events. It 
seems that theory of loneliness in general could explain why female regulars 
obtain social support in third places. Probably women have a need of obtaining 
social support irrespectively of experiencing or not socially supportive destructive 
events.  
Thus, companionship is an important type of support for the female 
customers who face negative life events such as divorce, separation, widowhood, 
financial problems etc. but emotional and instrumental support are equal important 
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to all female customers. The finding that experienced negative life  events were 
not a predictor for higher levels of emotional and instrumental support may  be 
more elaborately explained by the place attachment theory. 
On the other hand, Unger and Powell (1980) suggested that people with 
low income and financial difficulties rely on others to get instrumental support; 
however, the present study revealed that even though the majority of the female 
respondents have a low annual income, there were not any instances of receiving 
high levels of instrumental social support. Perhaps this can be justified by the fact 
that younger to middle-aged female adults still rely on their family and on formal 
sources of support. 
Furthermore, it appeared that this study moved a step ahead regarding the 
outcomes of social support. Throits (1995) and Lugton (1997) suggested that 
social support is most effective when it is provided and consumed by consumers 
who lack their social support and benefited only those who a need for additional 
support. Moreover, in this case social supportive relationships in a third place like 
a gym or hair/beauty salon, concerns all the regular customers, no matter what 
their social life conditions are like.   
Social support has a positive impact on customers‟ behavioral intentions 
such as loyalty, perceived cohesion, satisfaction and likelihood to pay higher 
prices. The results show that three types of social support companionship, 
emotional and instrumental support can be helpful for the firm‟s financial return as 
it has been suggested by Black (2011) and Rosenbaum (2008). More specific, 
social emotional support had a positive impact on customers‟ loyalty satisfaction, 
willingness to pay higher prices and feelings of group cohesion. The same is 
inferred for companionship support although the levels of loyalty are not affected 
significant by this specific support. The above could be explained by the fact that 
loyalty does not presuppose that one can form commercial friendships or even 
communicate regularly with another member.  
Customers‟ levels of social instrumental support affect customer‟s loyalty, 
satisfaction, willingness to pay higher prices and feelings of cohesion meaning a 
sense of belonging with the firm and other customers. Even though, instrumental 
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support predicted to be higher among customers who experienced negative life 
events, it revealed that customers who get practical, financial help and assistance 
with “mundane activities” (Rosenbaum and Massiah 2007) are willing to stay with 
in the company and to produce a positive word of mouth or even to pay higher 
prices in return of this type of support. The results arising from the above, explain 
that social support has a significant effect on customers‟ behavioral intentions, and 
thus there are implications for firm‟s financial strength.  
 By drawing on principles of the place attachment theory, this paper 
explores the drivers that impel individuals to certain places (Tuan 1980; 1974; 
Hidalgo and Hernadenz 2001; 2002; Kyle et al 2003; Kyle et al 2004‟Kaly, Graefe 
and Manning 2005). By creating environments that cultivate place attachment 
(Brocato 2006), consumers are start associating a particular place as a gathering or 
as home (Rosenbaum 2006; Kleine and Baker 2004). Perhaps this explains why 
female consumers obtain social support in service settings. From the moment that 
they associate a place as home, their requirements for that place includes certain 
types of social support, similar to the kind they expect to get from their family. 
Therefore, no matter if you feel emotional isolation and have feelings of 
loneliness, social support and especially emotional support is considered an 
essential element for forming a place attachment.  
The present study support the findings of past studies, proposing that if a 
female customer is attached to a specific place then she is more loyal and satisfied 
with the experiences that this place has to offer. Besides, this was apparent by the 
fact that the variable perceived group cohesion had a significant impact to the 
levels of emotional, companionship and instrumental support that a customer 
obtains.  
In conclusion, the importance of this paper is fourfold: First of all, 
emotional support demonstrates a strong impact on customers‟ well-being since it 
helps diminish negative feelings and by the fact that the levels of emotional 
support a female customer obtains in a gym and in hair/beauty salons are not 
affected by whether someone had experienced socially supportive destructive 
events. Secondly, female customers who experienced socially supportive 
destructive events are more likely to seek companionship support to 
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counterbalance their loss of human interactions. Thirdly, particular types of 
Marketing relationships are resulting. Social support has a great effect on financial 
outcomes of a service setting. A socially contended female service encounter 
customer is more satisfied, loyal, more likely to stay within the company and 
therefore to produce a positive word of mouth as she has developed a sense of 
belonging with the place and the customers. Fourthly, the results showed that the 
customers‟ level of social emotional support had a significant effect on patronage 
frequency while on the opposite; patronage frequency had no significant effect on 
companionship and instrumental support. 
Social supportive ties from the female perspective in third places like a 
gym and beauty/hair salons are vital for women‟s well-being (Zelvin 1999) and 
based on the study results, women form an attachment due to their greater 
willingness to formulate emotionally connected relationships as it was also 
suggested by Gilligan (1982) and Rosenbaum (2008). 
Table 12 summarizes the hypothesis outcomes: 
 
Table 12, Summary of Social Support Outcomes Hypothesis 
  
EMOTIONAL 
 
COMPANIONSHIP 
 
INSTRUMENTAL 
H1: Customers/ Non 
Negative life events-Lower 
support levels 
NO YES NO 
H2: Future Behavioral 
Intentions 
YES YES YES 
H3:  Patronage frequency YES NO NO 
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5.3 CHAPTER SUMMARY 
The presented chapter has analyzed in detail the results derived from the 
previous chapter. Discussing in depth the tested hypothesis based on the literature 
review presented in chapter 2, several conclusions emerged. The next Chapter 
discusses the outcomes of this research along with managerial implications, 
limitations of the study and future research. 
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CHAPTER 6 
CONCLUSIONS, LIMITATIONS AND DIRECTIONS FOR FURTHER 
RESEARCH 
6.1   INTRODUCTION 
           The aim of this chapter is to summarize the research findings and provide 
managerial implications, limitations and directions for further research 
6.2   SUMMARY OF THE FINDINGS 
The purpose of this thesis was to examine the network of social supportive 
ties identified in Curves gym and in several beauty/hair salons stores in 
Thessaloniki, Greece from the female perspective. The study tried to investigate 
whether female customers receive emotional companionship and instrumental 
support and how they are subsequently affected by the aforementioned. 
To recapitulate, this research showed that commercial supportive 
relationships among customers-employees-owners have a positive influence on 
customers‟ behavioral intentions.   
More specific, customers‟ feelings of satisfaction, belonging and similarity 
had the strongest impact towards the service settings. Additionally, customers‟ 
higher level of emotional support indicates its importance for their well-being and 
one of the reasons customers patronize the setting.  
The increased social emotional support in both customers, who 
experienced socially supportive destructive events in their lives and those who 
have not, may be partially explained by the theory of loneliness (Weiss 1973). We 
live in an era where interpersonal connections and relationships are declining. The 
Internet and the social network media have colonized the entire world. 
Apparently, the new era in line with technological giants and inventions, causes 
individuals to experience states of loneliness.  
Furthermore, the place attachment theory, first presented by Bowlby 
(1979), illustrates why third places and especially in this case, Curves gym and 
beauty salons stores are important to female customers‟ lives. Attachment is about 
developing an emotion-laden connection between individuals or objects (Bowlby 
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1977).Those connections were developed between the female customers with the 
other members of the firm (customers-employees-owners). 
Therefore, based on the results this empirical study tried to answer the 
research questions set in the beginning. People, seek social support in third places 
maybe due to feelings of loneliness or due to feelings of similarity and cohesion 
with the members of those places or both. And indeed, there are many 
implications regarding social support and firm‟s financial return. Rosenbaum 
(2008) suggested that customers in all age groups can benefit from maintaining 
“weak social ties” in third places and this research also confirms this suggestion. 
This study presents social commercial support in service Marketing by 
highlighting the important effect of emotional support in third places. Moreover, 
third places such as gyms and beauty salons are places where customers sustain 
supportive relationships with other members and get support that most people get 
from friends, coworkers and family members (Rosenbaum and Massiah 2007). 
Nevertheless, there is always the possibility that these selected investigation 
places have randomly been associated with providing the customers with the 
relevant support and therefore it is not necessarily the norm.  As Rosner (2002) 
additionally supported, laughter and social support are therapeutic, so it is clear in 
this way why consumers form supportive relationships (Rosenbaum 2008). 
6.3 MANAGERIAL IMPLICATIONS 
Several managerial implications could be proposed based on the findings 
of this current research, especially for service managers of a setting where 
customers patronize frequently. First of all, as it was apparent from the research 
results, customers who obtain social support report higher level of satisfaction, 
perceived cohesion, higher level of loyalty and greater likelihood to pay higher 
prices. Therefore, explicit managerial outcomes are recommended. 
Managers should encourage social interactions among customers and the 
service employees since this has beneficial effect both for the customers 
themselves and the firm. Depending on the type of the service setting (Black 
2011), different modes of actions could be taken. For instance, at a gym, group 
programmer classes or social events (Black 2011) or special coffee-tee breaks for 
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the regulars could encourage customers to engage with each other .At a 
beauty/hair salon specific hours/days with special deals for the regular customers, 
two or three days per week, could serve as an incentive for customers‟ interaction. 
Service firms could offer areas where customers can sit ,drink their coffee, 
talk with each other .Most of the times it is manager‟s job to make 
recommendations among customers so as to eliminate the first contact 
apprehension.  
Another crucial point in the relevant field of Marketing is environmental 
factors. Kotler (1974) referred to them, as „atmospherics‟ implying that the 
physical environment of a place influences customers‟ responses. The decoration 
of a store acts as a stimulus cue (Brocato 2006) and can be encoded and used as a 
stimulus object (Schellinck 1982). Service scholars have proposed that the 
physical environment also influences behaviors (Bitner 1986; Bitner 1992; Baker 
et al 1992). This does not mean that architectural designs are solely sufficient to 
promote social interaction.  
Service settings that represent the term of a third place are those that have 
a network of social interactions among different linkages between customers and 
other customers, customers and employees-owners etc. Managers need to 
understand that a broader network of supportive ties has significant implications 
for the firm‟s strength. Places that encourage customers and employee 
socialization are of primary importance for realizing financial benefits via 
commercial friendships (Rosenbaum et al 2007; Rosenbaum 2006).  
Unlike the impersonal multinational service stores whose main target is the 
quick and „standardized‟ (Rosenbaum 2009) customer service, the small, locally 
owned and personal service establishments benefited from encouraging 
commercial friendships. 
6.4   LIMITATIONS 
In terms of limitations, this research paper was not an exception the rule 
arguing that in any given empirical study limitations are reflected. Although, 
multiple measures have been taken to avoid any deliberate limitations, some of 
them were not easy to be overcome. First of all, this study is based only on 
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women‟s perceptions towards social support in third places and thus it is one-
sided. While this enhances women‟s attitudes and behaviors, drawing conclusions 
about women‟s marketing relationships, these empirical findings in no way can be 
generalized.  
Secondly, this research was conducted in real service settings and therefore 
obvious limitations do arise. Some respondents may have failed to report an 
objective sample mainly due to the fact that they did not spend much time on 
carefully reading the questions. As with all empirical research, it is difficult to 
know how much time they spent on each question and how accurately some 
questions were interpreted by them. 
Another limitation has to do with the sample size revealed from the data 
collection. Even though a total number of 197 completed questionnaires was 
considered sufficient, it is reasonable not large enough to be considered a 
statistical social research analysis so as to elevate general conclusions. 
In terms of analysis, social support in third places was conducted in two 
different service settings, as opposed to a single that induces a greater limitation. 
However, limitations arise from the fact that intercustomer support and social 
support from employees and owners were not measured on a separate scale as they 
were usually measured from prior studies, but as a total social network supportive 
ties that are apparent in a service organization. According to Rosenbaum (2008), 
consumers place the highest value on social support in third places from 
customers, employees and owners rather than separately in each different group. 
However, the proposed framework is vague as for which has the strongest impact 
on social support; the employees‟ support or the intercustomer support? 
Finally, this study addresses social supportive relationships from women‟s 
perspective highlighting whether socially supportive destructive social events such 
as widowhood, retirement, empty nest, separation, financial problems and chronic 
illnesses impel consumers to obtain social support. Nevertheless, other unexplored 
variables may exist. 
Even though there are limitations, this study empirically demonstrates the 
social supportive role that a gym and hair/beauty salons have in Thesssaloniki, 
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Greece. Thus, consecutively meeting its objectives of revealing that social support 
is in accordance with customers‟ future behavioral intentions. All in all, the 
limitations resulting from this study were inevitable, given the nature of the 
investigation or laid the foundations for future research. 
6.5   FURTHER RESEARCH 
There is a wealth of future research concerning social support and mainly 
intercustomer Social Support because of its relatively newest coined concept in 
Marketing (Black 2011). Future research should analyze in depth other aspects 
that contribute to social support. The research data revealed by this present study 
need to be further validated by replication of this study to other service settings as 
well.  
Furthermore, the survey has to be extended in more detail to personal 
aspects of consumers including also different types of service settings, getting a 
broader view. Moreover, additional research is needed to analyze further 
personality traits that might be linked to communality (Goodwin 1997). For 
instance, according to Bernstein et al (1988) extraversion can be linked to 
sociability and enjoyment of different communalities, whereas introversion is 
associated with social disability. 
Despite the fact that prior research suggested that personality traits often 
depict weak associations with behavior, however it could be studied whether 
personal behavior and other situational variables such as service settings‟ design 
and general atmosphere, space, location etc are further contributing drivers for the 
establishment of social supportive ties. Pinpointing the inhibiting factors towards 
the creation of social supportive relationships, may assist in promoting social 
support and potential customers‟ loyalty. 
In addition, future researchers might explore whether different sociological 
variables exist such as gender, income, age could further encourage customers to 
obtain Social support amongst other customers in third places. Some people are 
less likely to feel better by socializing in informal gatherings. For instance, it has 
been suggested that men are less likely to seek supportive interactions from 
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service settings to women (Albrecht and Adelman 1984). Future research should 
also examine the males‟ perspective on social support through third places. 
Moreover, managerial recommendations, mentioned earlier in this Chapter, 
are the most appropriate way to test what specific Marketing behaviors can 
promote social support not particularly in a service organization. It might also be 
the case, where social support is a key indicator for firm‟s financial strength, 
however in other types of firms is a waste of time. Social support and 
intercustomer social support are not panacea for all types of firms, although it is 
essential for Marketers to indicate in which places social support can have 
beneficial effect in both customers and firms. 
Consequently, social support in a broader perspective has many facets and 
it can be developed in such ways that organizations could be helped by them. 
Future research should investigate the concept of social and intercustomer social 
support in a wide range of firms, highlighting the social supportive role in 
customers‟ life. 
6.6   CHAPTER SUMMARY 
The present chapter has discussed the results from the data analysis of the 
previous chapter. This specific empirical study enhances the broader meaning of 
social support in third places including intercustomer and employee support from 
women‟s perspective. While this study reflects some limitations, there are many 
general conclusions and implications associated with social support and firm‟s 
financial returns that could overall contribute to the Marketing theory. However, 
future research should continue to analyze this concept investigating different 
aspects of customers‟ behavior and satisfaction in a vast range of service 
establishments. 
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APPENDIX No 1 
 Survey Questionnaire 
 
QUESTIONNAIRE  
SUBJECT: EMPIRICAL SOCIOLOGICAL STUDY IN SERVICE ORGANIZATION 
 
 
The International Hellenic University under the MSc in Management program is conducting 
a research about the Social Support in Service Organizations to people who use their 
services. We would like your participation in the anonymous completion of this 
questionnaire in order to conduct Marketing based conclusions. 
 Please respond honestly to the above questions, stressing that no one will know the identity 
of the research participants. 
 
Thank you for your cooperation 
 
 
 
 
PART A 
Please indicate the degree of agreement/disagreement with the following:   
                                                                                                                                     
Members of the organization in this questionnaire are the owners, the employed staff and the 
customers who buy the offered services 
 
1. 
How often do members of the organization: 
S
el
d
o
m
 o
r 
n
ev
er
 
N
o
w
 a
n
d
 
  
T
h
en
 
R
eg
u
la
rl
y
 
 O
ft
en
 
       1   2    3    4 
a Are warm and affectionate towards you     
b Are friendly to you 
    
c Are sympathize with you     
d Showing their understanding for you     
e 
 
Are willing to lend you a friendly ear     
f Make you feel at ease     
g Give you a nudge in the right direction as it were     
h Perk you up or cheer you up     
i Reassure you about things     
j Tell you not to lose courage     
k Make you feel that you can rely on them     
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2. 
How often: 
S
el
d
o
m
 o
r 
n
ev
er
 
N
o
w
 a
n
d
 
  
T
h
en
 
R
eg
u
la
rl
y
 
 O
ft
en
 
       1   2    3    4 
a  Do member of the organization drop in for a pleasant visit     
b 
Do  members of the organization call you up or just chat to you 
    
c You do things like shopping, walking, going to movies together 
With members of the organization 
 
 
 Member 
    
d Do members of the organization ask you  to join in     
e 
 
Do you go out for the day with members of the organization just 
for the njoyment of it? 
    
 
 
 
 
 
3. 
 
How often do members of the organization: 
S
el
d
o
m
 o
r 
N
ev
er
 
N
o
w
 a
n
d
 
T
h
en
 
R
eg
u
la
rl
y
 
O
ft
en
 
      1     2     3            4 
a Help you to do odd jobs such as helping you move furniture, drive you 
somewhere etc 
    
b  Lend you small things like for example, sugar or a screwdriver or something 
like that? 
    
c Lend you small amounts of money     
d Give you information or advice     
e If necessary help you if you call upon them to do so unexpectedly     
f If necessary lend you valuable things     
g If necessary help you for example when you are sick, when you have 
transport problems or when you need them to accompany you somewhere 
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Part B 
 
 
 
4. 
How likely are you to do the following: 
N
o
t 
li
k
el
y
 
A
l 
a
ll
 
     E
x
tr
em
el
y
 
li
k
el
y
 
  
 
     1   2    3    4    5   6    7 
a 
To say positive things about the organization to other people 
       
b 
To recommend organization to someone who seeks your advice 
       
c 
To encourage friends and relatives to do business with  
the organization 
       
d To consider organization as your  first choice regarding its services 
 
       
e To do more business with organization in the next few years 
 
       
f 
To do less business with organization in the next few years 
       
g To switch to a competitor if you experienced a problem with  
Organization‟s service 
       
h To complain to other customers if you experienced a problem with 
the organization‟s services 
       
i To complain to external agencies, such as the Better Business  
Bureau if you experienced a problem with organization 
       
j To complain to organization‟s employees if you experience a  
problem with the organization‟s services 
       
k To take some of your business to a competitor of organization that  
Offers better prices 
       
l To continue to do business with organization even if its prices  
Increased somewhat 
       
m To pay higher prices for membership than competitors charge for the 
Benefits that you currently receive from organization 
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Please indicate the degree of agreement/disagreement with the 
following:   
 
 
5. 
How strongly agree or disagree: 
S
tr
o
n
g
ly
  
d
is
a
g
re
e 
D
is
a
g
re
e 
N
eu
tr
a
l 
A
g
re
e 
S
tr
o
n
g
ly
 
a
g
re
e 
  
 
     1   2    3    4    5 
a 
My choice to become a member of the organization was a wise one                                                                                                                    
     
b 
I am always delighted with the firm‟s service 
     
c 
Overall ,I am satisfied with organization 
     
d 
I did the right thing when I decided to become member 
     
e I consider myself loyal to organization 
 
     
f 
I am committed to remaining a member of organization  
 
     
g 
I feel like I belong at organization 
     
h 
I feel that I am a member of the organization‟s family 
     
i 
I see myself as part of the organization‟s family 
     
j 
I am  pleased with organization 
     
k 
I am happy to be a member at organization 
     
l 
The firm is one of the best health clubs in the area 
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Part C 
6.)    Demographics  
 
       a. Age: ________   
 
           b. Education:  1 Primary school2 High School   3 University   4    Post   
graduated     
 
                       c. Annual income:       1 less than €15.000           2 € 15.000 - €30.000     
                                               3 €30.001 - €50.000     4 €50.001 - €100.000    5 €100.001 
and more     
 
 
 
 
7. 
 
Please indicate whether the following applies to you 
 
  Y
E
S
 
N
O
 
a Divorced/separated/widow/outside relationship   
b Financial problems 
 
  
c Health problems(whether you face these yourself or someone close to you  (e.g. your spouse,  
child, grandchild, mother etc) 
 
  
d Retirement/Empty Nesters 
 
  
 
 
 
8.) How often do you go to the organization to enjoy the services?    
1Once in the month         2 Sometimes in the month     3 Once a week  
   4  Two or three times a week    5 Four –five times a week     6 Every day 
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Please write any comments in the giving area below 
…………………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………………
……………………  
 
 
 
Thank you for providing us your valuable time 
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APPENDIX No 2 
 
CORRELATION MATRIX 
Table 1 
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APPENDIX No 3 
SPSS data analysis 
HYPOTHESIS 1 
 
 
 
One way ANOVA analysis 
 
 
 
 
 
 
 
 
 
Descriptives 
Emotionalsupport       
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for 
Mean 
Minimum Maximum  Lower Bound Upper Bound 
0 80 3,5800 ,56958 ,06368 3,4532 3,7068 1,18 4,00 
1 77 3,5660 ,46042 ,05247 3,4615 3,6705 2,27 4,00 
2 32 3,6434 ,38953 ,06886 3,5030 3,7839 2,82 4,00 
3 6 3,7117 ,36224 ,14788 3,3315 4,0918 3,18 4,00 
4 2 4,0000 ,00000 ,00000 4,0000 4,0000 4,00 4,00 
Total 197 3,5931 ,49315 ,03514 3,5238 3,6624 1,18 4,00 
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Multiple Comparisons 
Emotionalsupport 
Tukey HSD 
    
(I) 
Sumofe
vents 
(J) 
Sumofe
vents 
Mean Difference 
(I-J) Std. Error Sig. 
95% Confidence Interval 
Lower Bound Upper Bound 
0 1 ,01403 ,07907 1,000 -,2037 ,2318 
2 -,06344 ,10360 ,973 -,3487 ,2219 
3 -,13167 ,20965 ,970 -,7090 ,4457 
4 -,42000 ,35457 ,760 -1,3965 ,5565 
1 0 -,01403 ,07907 1,000 -,2318 ,2037 
2 -,07746 ,10417 ,946 -,3643 ,2094 
3 -,14569 ,20993 ,958 -,7238 ,4324 
4 -,43403 ,35474 ,738 -1,4109 ,5429 
2 0 ,06344 ,10360 ,973 -,2219 ,3487 
1 ,07746 ,10417 ,946 -,2094 ,3643 
3 -,06823 ,22034 ,998 -,6750 ,5386 
4 -,35656 ,36100 ,861 -1,3507 ,6376 
3 0 ,13167 ,20965 ,970 -,4457 ,7090 
1 ,14569 ,20993 ,958 -,4324 ,7238 
2 ,06823 ,22034 ,998 -,5386 ,6750 
4 -,28833 ,40440 ,953 -1,4020 ,8253 
4 0 ,42000 ,35457 ,760 -,5565 1,3965 
1 ,43403 ,35474 ,738 -,5429 1,4109 
2 ,35656 ,36100 ,861 -,6376 1,3507 
3 ,28833 ,40440 ,953 -,8253 1,4020 
 
 
Test of Homogeneity of Variances 
Emotionalsupport   
Levene Statistic df1 df2 Sig. 
1,980 4 192 ,099 
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ANOVA 
Emotionalsupport     
 Sum of Squares df Mean Square F Sig. 
Between Groups ,567 4 ,142 ,578 ,679 
Within Groups 47,100 192 ,245   
Total 47,667 196    
 
 
HYPOTHESIS 1b 
 
 
Descriptives 
Companionship        
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for 
Mean 
Minimum Maximum  Lower Bound Upper Bound 
0 80 1,7950 ,66216 ,07403 1,6476 1,9424 1,00 3,60 
1 77 2,1792 ,82945 ,09452 1,9910 2,3675 1,00 4,00 
2 32 2,0250 ,71617 ,12660 1,7668 2,2832 1,00 3,80 
3 6 2,1000 ,61644 ,25166 1,4531 2,7469 1,20 2,80 
4 2 3,8000 ,28284 ,20000 1,2588 6,3412 3,60 4,00 
Total 197 2,0122 ,77318 ,05509 1,9035 2,1208 1,00 4,00 
 
 
 
 
 
 
 
Test of Homogeneity of Variances 
Companionship   
Levene Statistic df1 df2 Sig. 
1,409 4 192 ,232 
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ANOVA 
Companionship      
 Sum of Squares df Mean Square F Sig. 
Between Groups 12,366 4 3,092 5,664 ,000 
Within Groups 104,805 192 ,546   
Total 117,171 196    
 
 
Multiple Comparisons 
Companionship 
Tukey HSD 
    
(I) 
Sumofe
vents 
(J) 
Sumofe
vents 
Mean Difference 
(I-J) Std. Error Sig. 
95% Confidence Interval 
Lower Bound Upper Bound 
0 1 -,38422
*
 ,11795 ,011 -,7090 -,0594 
2 -,23000 ,15454 ,571 -,6556 ,1956 
3 -,30500 ,31273 ,866 -1,1662 ,5562 
4 -2,00500
*
 ,52892 ,002 -3,4616 -,5484 
1 0 ,38422
*
 ,11795 ,011 ,0594 ,7090 
2 ,15422 ,15539 ,859 -,2737 ,5822 
3 ,07922 ,31315 ,999 -,7832 ,9416 
4 -1,62078
*
 ,52917 ,021 -3,0780 -,1635 
2 0 ,23000 ,15454 ,571 -,1956 ,6556 
1 -,15422 ,15539 ,859 -,5822 ,2737 
3 -,07500 ,32869 ,999 -,9802 ,8302 
4 -1,77500
*
 ,53850 ,010 -3,2580 -,2920 
3 0 ,30500 ,31273 ,866 -,5562 1,1662 
1 -,07922 ,31315 ,999 -,9416 ,7832 
2 ,07500 ,32869 ,999 -,8302 ,9802 
4 -1,70000
*
 ,60325 ,042 -3,3613 -,0387 
4 0 2,00500
*
 ,52892 ,002 ,5484 3,4616 
1 1,62078
*
 ,52917 ,021 ,1635 3,0780 
2 1,77500
*
 ,53850 ,010 ,2920 3,2580 
3 1,70000
*
 ,60325 ,042 ,0387 3,3613 
*. The mean difference is significant at the 0.05 level.  
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HYPOTHESIS 1c 
 
Descriptives 
Instrumentalsupport       
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for 
Mean 
Minimum Maximum  Lower Bound Upper Bound 
0 80 2,2262 ,59950 ,06703 2,0928 2,3596 1,00 4,00 
1 77 2,4527 ,65400 ,07453 2,3043 2,6011 1,14 4,00 
2 32 2,3482 ,66901 ,11827 2,1070 2,5894 1,00 3,71 
3 6 2,0952 ,60384 ,24652 1,4615 2,7289 1,29 3,00 
4 2 2,7857 ,70711 ,50000 -3,5674 9,1388 2,29 3,29 
Total 197 2,3362 ,63834 ,04548 2,2465 2,4259 1,00 4,00 
 
 
Test of Homogeneity of Variances 
Instrumentalsupport   
Levene Statistic df1 df2 Sig. 
,287 4 192 ,886 
 
 
ANOVA 
Instrumentalsupport     
 Sum of Squares df Mean Square F Sig. 
Between Groups 2,770 4 ,693 1,725 ,146 
Within Groups 77,097 192 ,402   
Total 79,867 196    
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Multiple Comparisons 
Instrumentalsupport 
Tukey HSD 
    
(I) 
Sumofe
vents 
(J) 
Sumofe
vents 
Mean Difference 
(I-J) Std. Error Sig. 
95% Confidence Interval 
Lower Bound Upper Bound 
0 1 -,22650 ,10116 ,170 -,5051 ,0521 
2 -,12202 ,13254 ,889 -,4870 ,2430 
3 ,13095 ,26822 ,988 -,6077 ,8696 
4 -,55952 ,45364 ,732 -1,8088 ,6898 
1 0 ,22650 ,10116 ,170 -,0521 ,5051 
2 ,10448 ,13328 ,935 -,2626 ,4715 
3 ,35745 ,26859 ,672 -,3822 1,0971 
4 -,33302 ,45386 ,948 -1,5829 ,9168 
2 0 ,12202 ,13254 ,889 -,2430 ,4870 
1 -,10448 ,13328 ,935 -,4715 ,2626 
3 ,25298 ,28191 ,898 -,5234 1,0293 
4 -,43750 ,46187 ,878 -1,7094 ,8344 
3 0 -,13095 ,26822 ,988 -,8696 ,6077 
1 -,35745 ,26859 ,672 -1,0971 ,3822 
2 -,25298 ,28191 ,898 -1,0293 ,5234 
4 -,69048 ,51739 ,670 -2,1153 ,7344 
4 0 ,55952 ,45364 ,732 -,6898 1,8088 
1 ,33302 ,45386 ,948 -,9168 1,5829 
2 ,43750 ,46187 ,878 -,8344 1,7094 
3 ,69048 ,51739 ,670 -,7344 2,1153 
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REGRESSION analysis 
 
 
HYPOTHESIS 3 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 ,295
a
 ,087 ,073 1,399 
a. Predictors: (Constant), Instrumentalsupport, Emotionalsupport, 
Companionship 
 
 
ANOVA
b
 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 36,012 3 12,004 6,131 ,001
a
 
Residual 377,876 193 1,958   
Total 413,888 196    
a. Predictors: (Constant), Instrumentalsupport, Emotionalsupport, Companionship 
b. Dependent Variable: Frequencyofvisit    
 
 
Coefficients
a
 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) ,197 ,757  ,259 ,796 
Emotionalsupport ,870 ,212 ,295 4,109 ,000 
Companionship -,045 ,162 -,024 -,281 ,779 
Instrumentalsupport ,044 ,196 ,019 ,224 ,823 
a. Dependent Variable: Frequencyofvisit     
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